
     

        
                                            

        
            
         
 

 

      

           
   

 
     

   
 

     

           
      

 
  

              
  

 
              
          

 
           

         
 

        
  
         

      
 

             
      

 
          
             

          
 
            
        
       

   

      

           
   

 
     

   
 

     

           
      

  

              
 

              
          

          
         

 
        

  
         

      

            
      

         
             

          

           
        

       

     

                              
           

               
          

   

      

         

      

      

           
   

 
     

   
 

     

           
      

  

              
 

              
          

          
         

 
        

  
         

      

            
      

         
             

          

           
        

       

     

State of California ð Government Operations Agency 
California Complete Count-Census 2020 
400 R Street, Suite 359 
Sacramento, CA 95811 
www.census.ca.gov 
(916) 852-2020 

GAVIN NEWSOM, Governor 
DITAS KATAGUE, Director 

FINAL REPORT TEMPLATE 

General Information 

Date of report July 27, 2020 

Organization / Entity County of Santa Clara (Office of the Census) 
Responsible Person / 
Title 

Nicholas Kuwada, Program Manager II 

Contact Person / 
Title 

Nicholas Kuwada, Program Manager II 

Address 2460 North First Street Suite 220, San Jose, CA 95131 
Email / Phone nicholas.kuwada@ceo.sccgov.org /   (408) 343-9924  

Narrative Report 

1) List your goal(s) and objectives as it appears in your strategic and implementation 
plan. 

The following objectives were met using funds that were locally invested by the County 
and the funds administered by the California Complete Count Office. 

A. Research on residentsõ census barriers and perceptions to inform 
-Establishing ambitious, realistic goals for the Countyõs impact on 
response-rates; 
-Targeted messages, resources, and methods to reach hard-to-count 
communities; and 
-Data-driven cost projections to implement a local complete count 
strategy based on these research findings. 

B. Use mapping and related technology to lay out strategy, monitor its 
implementation, adjust in real-time, and evaluate. 

C. Build a comprehensive, research-based communications program to deliver 
the most relevant messages and information to the residents who need them via 
methods including earned media, paid media, social media, and mail. 

D. Establish an outreach campaign that builds on the communications program 
with interactions between outreach workers/volunteers and residents that 
support and move residents to action; leveraging 

Due Date: November 16, 2020 

http://www.census.ca.gov
mailto:nicholas.kuwada@ceo.sccgov.org


      

 
 

 
             

         
 

          
              

        
 

            
            

              
          
      

         
         

       
        

   
           

          
  

 
            

            
 
             

          
          

          
         

     
 

            
            

           
 

 
 

              
             
             

               
   

    

            
       

          
              

        

           
            

              
          
      

         
         

       
        

   
           

          
  

           
            

            
          

         
          

         
     

           
            

           

               
   

              
             
            

 

    

            
       

          
              

        

           
            

              
          
      

         
         

       
        

   
           

          
  

           
            

            
          

         
          

         
     

           
            

           

               
   

              
             
            

 

[County of Santa Clara] 

-The    existing    reach    among    local    residents    of    the    County    and    potential    
partners    across    sectors    and    
-The    capacity    of    community-based    organizations    (CBOs)    both    to    reach    
and    engage    hard-to-count    communities    and    to    provide    training,    support    
and/or    tools    to    enhance    the    effectiveness    of    other    partners    conducting    
outreach.    

E. Develop tools to ensure access despite barriers of language, literacy, and 
unfamiliarity of the Census Bureau’s, new technology. 

F. Create workforce development activities to help meet the anticipated 
demand for thousands of local census outreach workers to be hired by both the 
US Census Bureau (Bureau) and local census stakeholders. 

G. Establish, convene and manage the Santa Clara County Complete Count 
Committee (SC5) and its Steering Committee to provide a space for cross-sector 
partners with a stake in the decennial census to plan and act together to 
leverage their existing capacity and infrastructure and coordinate all parties’ 
outreach to minimize duplication and gaps. 

-The SC5 contributed professional expertise and lived experience; trusted 
messengers; knowledge of the Census rules and process; technology 
solutions and hardware; language and literacy capacities; 
venues/channels to reach residents; potential outreach workers; and 
workforce development infrastructure. 
-SC5 leaders formed ten subcommittees around key areas of work that 
developed and implemented work plans; this effort was organized by 
County staff. 

H. Active monitoring of the census landscape and advocating State and 
federal decisions that best support the County’s goal of a complete count. 

I. Partner with census stakeholders and leaders including those in state and 
federal government, local governments across the state and country, and 
nonprofit advocates. This includes $1.35 million distributed to community-based 
organizations (CBOs) through the Silicon Valley Community Foundation (SVCF) to 
conduct census outreach projects to discrete language and cultural 
communities, overseen by County staff. 

J. Conduct ongoing engagement with the State representatives of the Census 
Complete Count Office and the County Board of Supervisors as research and 
testing informed updates and expansions of the Census Project Strategic Plan. 

What and how did you revise the objectives due to COVID-19 and the US Census 
Bureau’s operational adjustments? 

As a result of the unexpected COVID-19 pandemic, many aspects of the Santa Clara 
County census plan had to adapt to the new and evolving conditions presented day-
by-day. Self-response rate goals and milestones were adjusted several times as the 
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[County of Santa Clara] 

census timeline expanded and contracted. The most difficult part of the project was at 
the end when no one knew when the Bureau would cease operations due to ongoing 
litigation; luckily, the Census Bureau continued to release self-response rates (SRR) until 
the very end, so it was easier for the County to track and adjust SRR targets. In addition 
to SRR targets, the County began changing its “countdown-focused” messaging 
strategy into a more generalized push encouraging people to participate as soon as 
possible because the end date was unknown. In addition, County staff still attempted 
to implement a “census countdown” but instead focused on connecting census to 
holidays and to an increased digital presence in September and October. 

In addition, although the County made plans to implement several tracking surveys 
through the County-selected vendor EMC Research, those funds were shifted to pay for 
more digital media, an expanded, direct mail program, and other in-language, census 
materials. Despite the changes, most of the State funding was still allocated primarily to 
a multilingual, media program built to reach all Santa Clara County residents and 
focused particularly on hard-to-count (HTC) populations. More details of the media 
program are provided below, but elements included multi-language printed collateral -
such as flyers, signs, coloring book pages, placemats for senior nutrition programs, back-
to-school flyers that were also added to backpacks for students most adversely 
affected by the pandemic, stickers and brochures, along with paid media in a diversity 
of mediums and channels. 

Through the guidance of Board President Cindy Chavez, the Supervisors approved a 
referral for an additional $1 million to help fund an extensive canvassing effort in under-
responding census tracts of the county (namely, San Jose City Council Districts 3, 5, and 
7, and Gilroy). The funds were locally invested and given to SVCF to then fund WPUSA 
to cover the costs of targeting 43,097 doors, 1,650 shifts and 49,500 attempts. In 
addition to the canvassing effort, WPUSA conducted 9,000 contacts through a 
predictive dialer phone banking system secured by the County, and a text banking 
program targeting non-responding HTC households. Unfortunately, due to the 
changing timeline of the census, the predictive dialer phone bank was not completed 
for the use of school data that was planned to be included but was implemented for 
the contacts already provided through census PDI. Lastly, WPUSA was charged with 
hiring 50 paid canvassers for 33 days, five Team Leads to manage canvassers, one field 
manager to oversee entire canvassing program, two volunteer coordinators to recruit, 
train, and deploy volunteers and train volunteers from email lists and referred to WPUSA 
via County staff, CBOs who are not participating in the Co-Managed Paid Program, 
unions, social media ads, and through coordination with other agencies working on 
Census. Using State funds, the County provided canvassers with English, Spanish, and 
Vietnamese flyers breaking down the census and providing households contacted or 
leave behind information for those WPUSA attempted to contact with ways to 
complete the census. 

Due to COVID-19, funds were also diverted to a more extensive direct mail program. 
Using State funds, the County provided four rounds of mailers in English, Spanish, and 
Vietnamese directed to low-responding, HTC tracts timed to the final weeks of the 
census program. The County utilized data collected from its canvassing and phone 
banking efforts to refine targets for the mail program. 
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[County of Santa Clara] 

Similarly, funding for outreach activities performed by County-contracted, census 
partners were shifted away from in-person events to digital outreach, questionnaire 
assistance hotlines, and phone banking. This shift in activities was especially daunting 
given the number of CBO partnerships and that every partner contract had to be 
renegotiated with the assistance of SVCF and amended. One of the required digital 
strategies CBOs were encouraged to comply with was the use of Outreach Circle. 
Outreach Circle is an app allowing County and CBO staff, volunteers and friends 
(collectively designated as “census champions”) the ability to post census messages to 
their private contacts. The messages were created by the County and vetted through 
CBO partners. The app also allowed recipients the ability to join as a “census 
champion” furthering the chain of communication to their private contacts as well. 
Other digital strategies like Facebook live events with President of the Board, Cindy 
Chavez and leadership within the County’s CEO and a special media event co-hosted 
with the County of San Mateo, dual-casted in Spanish and English are some examples 
of how the County had to reassess and implement census outreach to comply with 
emerging, health protocols. 

Before the pandemic, the County had envisioned the use of kiosks to facilitate 
technology access for the nation’s first census accessed primarily online. Unfortunately, 
most of the locations initially marked to host a kiosk were public spaces like County 
facilities, libraries, hospitals, CBO locations and other government buildings that ended 
up closing or were made unavailable to the public after March. Instead of 
abandoning the project all-together, the County repurposed and reprogrammed the 
tablets within the kiosks for canvassing. The tablets all had secured, cellular 
connections and were programmed to wipe all data entered on it a few minutes after 
being rendered inactive. In addition, each canvassing tablet had PDI enabled on it to 
help guide canvassers to turf previously selected by the County for targeting. For the 
canvassing effort, each team would approach a household and ask a short series of 
questions around whether it had completed the census or required assistance to 
complete the forms as well as a script to help engagement. Contacts were tracked 
and then that information was integrated into phone lists where volunteers would 
follow-up with households during the phone banking effort. In addition to individual 
households, the County also used these tablets for census outreach with businesses 
through its Community Health and Business Engagement Teams (CHBET) and individuals 
experiencing homelessness through several CBOs. The CBOs engaging individuals 
experiencing homelessness were given supplemental funds through SVCF and primarily 
conducted its outreach after the Bureau’s Targeted Non-sheltered Outdoor Location 
(TNSOL) operations. 

Naturally, all large, community meetings around the census were also halted or done 
remotely once shelter-in-place protocols begun in March. Meetings with the Santa 
Clara County Complete Count Committee (SC5), its steering committee and all 
subcommittees had to be rescheduled by County staff. 

Lastly, local elected offices were still very active with the census. Although unable to 
hold public events to encourage census participation as originally planned, offices still 
served as vital resources for communities by distributing County-created census 
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[County of Santa Clara] 

promotional and informational materials and becoming census champions themselves 
using the County-created (and State funded) social media toolkit. 

2) Reflecting on your own operations and outreach strategies throughout the 
campaign, please provide a response with specific examples for the following 
questions. Please also indicate which timeframe you are referring to in your response 
(i.e., education, NRFU period). 

Contracted partner’s operations 
What worked well operationally? 

From the start, the County encountered many community and government partners 
who were willing to make the census a priority. Many of these partners would 
contribute to the discussions at the SC5 and Steering Committee meetings and 
some even conducted census outreach funded by the County and the State. Most 
of the partners convened during the Summer of 2018 and met during our SC5 
meetings quarterly until the start of census operations in 2020. 

During the initial phases of the SC5 in 2018, partners were encouraged to create a 
list of issues and perceived census barriers for a set of targeted communities 
provided by the County. In addition to these issues/barriers, partners were asked to 
provide communities they felt were missing or had issues not addressed by the 
current list of targeted communities. One of these communities, women, were 
separately engaged through the Women’s Equality 2020 Leadership Council 
(WELC). WELC was formed by Board directive and convened by the Office of 
Women’s Policy, an entity within the Division of Equity and Social Justice (DESJ). 
Among several other civil engagement priorities, WELC created a workgroup 
specifically around census creating the first subcommittee with a gender lens. The 
WELC workgroup/Women’s Subcommittee created a list of women-led households it 
would target for 2020 census outreach and even organized an event at Gavilan 
College on February 18, 2020 to convene important stakeholders to educate and 
mobilize around the census. 

The other subcommittees met separately and were always staffed by County 
census employees. When available, local Census Bureau staff were invited to 
attend to share information and project updates directly with partners. Census 
Bureau staff were not in any leadership positions during these meetings and were 
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[County of Santa Clara] 

only invited at the behest of the subcommittee chairs. Each subcommittee met at 
least monthly and provided a County-created template for a draft outreach plan it 
would submit to the steering committee. Each draft outreach plan asked for a list of 
proposed activities, when those proposed activities would take place, and the 
resources required to complete such activities. Each plan was specific to the 
community targeted and ultimately submitted for review by the steering committee. 
Once the steering committee approved, recommended census activities were 
considered by CEO. Ultimately, County Staff’s gap analysis of the plans discerned a 
need for a strong, coordinated effort around media, questionnaire assistance, and 
direct, in-person outreach (canvassing). These three deliverables were then 
solicited to interested CBOs in a request for proposals (RFP) by SVCF. 

In addition to the direct community feedback, the Office of the Census used local 
funding to research residents’ likelihood of response and test messages that 
resonated most with hard-to-count populations. Through an informal competitive 
process (ICP), the Office of the Census hired EMC Research (and its partner 
InterEthnica) to conduct a multi-phased project starting in the summer of 2019. 
InterEthnica conducted 12 one-on-one in-depth interviews with key community 
leaders and stakeholders on behalf of the Office of the Census. Some of the key 
takeaways from these interviews were: 

 The most common barrier is the public’s lack of understanding of the purpose 
of the census and how it could potentially impact programs and services for 
their communities. 

 The main barrier to participation is government distrust and that the 
government could not be trusted to protect personal data. 

 The main motivator is knowing about the connection between the census 
and potential funding for community programs and services but that these 
messages must be delivered by trusted messengers. 

 The most trusted messengers are community and faith-based organizational 
leaders followed by health clinic and public-school staff. 

After these interviews, from June 22 to July 14, 2019, 419 intercept interviews were 
conducted based on the recommendations from local community leaders. 
Interviewing locations placed an emphasis on capturing opinions from immigrants, 
non-English speaking residents, lower income households, and families with children 
under 6. The primary purpose of the interviews were to determine HTC community 
willingness to take the census, barriers to participation, test messages that would 
encourage participation, which community messengers were the most effective 
and what means HTC members consume information. The survey determined the 
following: 

 A significant percentage of HTC members were likely to participate in the 
census. They generally understood the importance of the census but needed 
some reminders and were not altogether unwilling. 

 A significant group were “census skeptics” that were uncomfortable taking 
the census online and were unlikely to be trusting of government as 
institutional messengers. More specific targeting and outreach was needed 
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[County of Santa Clara] 

for these members that skewed mostly younger and those who consumed 
information primarily from social media. 

 Research identified key messages that could be used to drive census 
participation with themes of standing up to federal government attacks, civic 
duty, and getting a fair share of federal funding for services 

From these intercept interviews, a second vendor chosen through the ICP, 
Storefront Political Media, conducted an in-market creative test designed to 
measure the three key messages outlined in the research results. These three 
messages were classified as 1) intrinsic motivation (civic duty), 2) extrinsic 
motivation (health, housing and transit), and 3) motivation to be heard (our 
voices). Targeted audiences were split into three randomized groups, each 
receiving one message in English or Spanish depending on the browser 
language selected by the participant. The in-market test showed that the top 
performing creative in English was the extrinsic motivation and in Spanish, the 
motivation to be heard. Across the board, click-through rates were higher in 
Spanish than in English and the Spanish creative was far more compelling than in 
English. All metrics showed that the census was generally a low-saliency issue 
and that a microtargeting approach would be necessary to achieve project 
success. 

Due to the results of the research conducted by both EMC Research and 
Storefront Political Media, the Office of the Census found broad public success 
conducting an inclusive partnership within the County infrastructure and through 
trusted CBO partners by utilizing a mostly-microtargeted media approach. This 
media approach included a strong digital presence through a County initiative 
titled, “Count Me In.” The initiative included the use of a County website 
continually updated with important census reminders and digital resources, 
online ads, digital town halls (after shelter-in-place rules were in effect), and an 
active social media accounts on Facebook and Twitter. In addition, the “Count 
Me In” campaign created census information in 13 different languages and 
various giveaway incentives deployed at all outreach and tabling events 
(including events attended by DESJ). As mentioned previously, many of these 
materials were utilized at kiosk locations near pop-up COVID-19 testing sites. In 
addition, state funds were utilized to create an additional flyer and leave-behind 
during self-response and NRFU operations. The additional flyer and leave-
behinds were translated into Vietnamese and Spanish. Lastly, the project found 
success activating HTC communities by providing these same resources digitally 
and in hard copies to CBOs providing COVID-19 relief activities. Many of these 
operations occurred during self-response and included COVID-19 testing sites, 
food distribution, and school-related events. 

What hindered the operations? 

In terms of process, one hinderance to implementing the census program was the 
County’s infrastructure and the difficulty resulting from having to accept and 
process State funds especially after contract amendment. Specifically, issues arose 
when asked by the State to quickly turn around contractual changes while the 
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[County of Santa Clara] 

census program was ongoing. Although the census was a priority of the County, the 
staff allocated to run the project were small, so the personnel in charge of 
implementing the program were also in charge of dealing with the contractual 
changes and navigating those changes through complex, legal and administrative 
channels that are not well-suited for short turn-arounds. It is understood however, 
that changes like ones the State and County faced were unavoidable, but the short 
timeframe to achieve those objectives were difficult and the understanding of State 
staff was much appreciated. 

Another hinderance was the U.S. Census Bureau’s structure and ability to 
communicate information regarding its operations. Because of its structure, local 
census offices do not have the same level of information as some of the larger 
Bureau “headquarters.” Most often, local staff would not have answers to important 
questions raised by staff or concerned community members. In addition, during 
NRFU, U.S. Census Bureau offices are not allowed to disclose the location or details 
of its operation due to Title XIII, making it difficult to target households or assist census 
staff. These issues were further exacerbated by dramatic shifts in the operational 
timelines due to COVID-19. Communication from local offices were sparse and 
inquiries were often ignored. Luckily, due to the State’s Complete Count effort, 
many questions and details for these operations were answered by census officials 
at higher levels. 

It is also no surprise that the largest hinderance to success on this project was the 
global pandemic of COVID-19. As outlined previously, funding was dramatically 
shifted and large, programmatic changes needed to be implemented to comply 
with shelter-in-place and other health orders. 

In addition, due to health orders, in-person outreach was heavily suspended. One 
of these activities, canvassing, was allowed during the final weeks of the program. 
While the operational shift to create and implement this type of outreach on top of 
an altered program presented its own share of difficulties, environmental issues also 
arose during the last few weeks of NRFU. In the Bay Area, large wildfires made door-
to-door outreach difficult with air toxic to canvassers and hot weather made 
personal protective equipment unbearable to wear as well as shorten the usability 
of that equipment. 

Contracted partner’s outreach 
What outreach tactics worked well? 

The only subcontractor partner for the use of State funds was Storefront Political. The 
media program was built to reach all Santa Clara County residents - especially 
those who have been traditionally HTC - focusing on direct-response census 
communications using the messages outlined above. In addition to the multi-
language printed collateral - such as flyers, signs, coloring book pages, placemats 
for senior nutrition programs, back-to-school flyers that were also stuffed into 
backpacks for students most adversely affected by the pandemic, stickers and 
brochures - the campaign included a strong focus on paid advertising. Whenever 
possible, all media included a direct link to take the census “right now online at 
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[County of Santa Clara] 

my2020census.gov or over the phone at the [language-appropriate] census phone 
number.” Collateral was translated into multiple languages - including a 13-
language flyer program that included Farsi, Japanese, Korean, Russian, Simplified 
Chinese, Spanish, Tagalog, Traditional Chinese, Vietnamese, Hindi, Punjabi, and 
Telugu. The program consciously leveraged many approaches - from digital media, 
to multi-language direct mail, to non-traditional media such as ads placed in 
laundromats - to make sure the core census message was accessible to all residents. 
The campaign was based on an understanding that the Hardest to Count residents 
are often the hardest to reach through media (as they were unlikely to be on voter 
lists and likelier to have lower internet access), so it leveraged as many different 
approaches as possible to help reach everyone through paid media channels such 
as: 

Social media placements on Facebook, Instagram, Twitter, Snapchat, WeChat 
(through our partnership with Ding Ding TV) and Nextdoor. The social media 
campaign included a custom Spanish-language Instagram quiz activation with 
Univision, and influencer posts highlighting the importance of taking the census. The 
social media push also included ads targeted to Stanford and San Jose State 
students to help address the response discrepancies caused by off campus students 
leaving amid the COVID-19 pandemic. 

Digital ads (including videos, banners, and online radio advertisements) on channels 
such as Hulu, Roku, YouTube, Spotify, Pandora, Univision, Vevo, Tubi TV and The 
Mercury News. Digital ads were localized by both geography and language. 

Email programs in English and Spanish that reminded the community of the 
importance of the census around key dates such as Census Day, the ‘one month in’ 
mark, and the final weeks to take the census. The effort also partnered closely with 
outlets with strongly engaged opt-in audiences such as The San Jose Spotlight or 
Ding Ding TV and offered direct links to the my2020census.gov site to complete the 
census. 

Traditional media coverage included a Spanish-language radio program heard on 
stations such as KBRG-FM, KRZZ-FM, KSOL-FM and KVVF-FM. Traditional media also 
included an “Out of Home” effort, launched prior to the COVID-19 pandemic shelter 
in place order, that included a VTA bus wrap and transit shelter ads highlighting the 
start of the census. 

Non-traditional media channels such as ads shown in laundromats or Spanish-
language plane flyovers (one on Father’s Day in partnership with the City of San 
Jose and another in Gilroy focused on reaching Farmworkers with key census 
messaging). The effort also used emerging digital strategies such as “rewarded 
video” (when users can watch a video and then receive an uninterrupted period of 
online radio streaming), and “native ads” (ads designed to look like promoted news 
articles). 

Printed material included a four-piece, multi-language direct mail program 
targeted to low response ZIP codes, and mail partnerships supporting mailing efforts 
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[County of Santa Clara] 

from the City of Gilroy and Jakara Movement with a Punjabi-language mailer. The 
print program also included a September 2020 print in-language newspaper ad 
push in El Observador, World Journal (South Bay Edition), Sing Tao (South Bay 
Edition), News for Chinese (South Bay Edition), Viet Bao Nhật and Báo Calitoday. The 
print programs were a key strategy in bridging the digital divide and making sure 
that census communication was available to all residents, regardless of internet 
access. 

Individual outreach strategies included a partnership with Outreach Circle (noted 
previously) - a peer-to-peer technology platform that allowed “Census Champions” 
to email and text their friends with prepopulated census messaging. Individualized 
outreach also included phone programs (both robocalls and live call programs), 
paid texting pushes reminding residents about the census, and online events such as 
a Spanish-language Facebook Live in partnership with the County of San Mateo 
and Univision. Especially for the Hardest to Count communities, the program tapped 
friends, neighbors, and community leaders as census champions to spread 
awareness about the importance of the census. 

In addition to the media plan, the County also funded a competitive bid process 
through SVCF to enable partnership with local CBOs to conduct census outreach. 
The most successful outreach were in-person outreach events (during the education 
phase of the census and before self-response), phone banking, canvassing, kiosks at 
pop-up COVID testing sites, and flyering. 

What hindered the outreach? 

As noted previously, large programmatic changes needed to be implemented 
because of COVID-19. In addition, partner outreach was hindered by wildfires, poor 
air quality, and the fear of contracting the disease. 

3) Describe challenges and changes occurring outside or within your organization / 
agency that had an impact on the outreach work. Describe how you responded to 
these changes to work toward achieving a complete count. 

One of the largest challenges with regards to census outreach was the confusion 
and multiple partners in the same space attempting to energize community 
members to complete the census. Initially, due to an overwhelmingly positive 
interest in the census, there were many organizations other than the County and the 
State who were interested in census outreach. Many of these partners had their 
own programs and funding as well as initiatives to help people complete the forms. 
This influx of partnership was difficult to coordinate as the SC5 did not include every 
organization interested in census outreach. Many trusted messengers like schools, 
hospitals and adult education facilities were bombarded with requests to present 
about the census and often, our office was contacted to determine if there was a 
way to streamline those contacts. In addition, the U.S. Census Bureau’s own staff 
were very active in the area but were not always able to coordinate with our staff; 
this caused numerous duplications across the board that hampered 
communication and undermined trust. Some members of the public even 
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[County of Santa Clara] 

misidentified our staff as Bureau staff or thought Bureau staff was part of the County 
office, causing our team to have to constantly clarify the County’s role in the 
project. These issues persisted until the very end of the project and will probably 
continue given broad, public misunderstanding as to who conducts census 
operations and why local partners are involved. 

At the early stages of the project, the potential addition of a question regarding 
citizenship caused the most concern. This concern, on top of persistent mistrust of 
the federal government and the implementation of the first, digital census and the 
Bureau’s ability to keep private information confidential, caused widespread doubt 
within HTC and some non-HTC households about participating in the 2020 census. A 
substantial portion of the County’s project was devoted to fighting and informing 
the public regarding these issues. Although the citizenship question was ultimately 
not added, damage to the public’s trust in federal agents and the census program 
had already occurred; furthermore, other issues regarding the form remain. For 
example, many census advocates within the LGBTQ+ community noted the lack of 
any social or gender identity questions within the form. Others in the LatinX 
community voiced concern about the way the census inquires into race and 
ethnicity. These issues will persist until proper action is taken to account for these 
deficiencies in the form. 

As stated previously, the extension and then abrupt end to census operations 
caused outreach issues. Initially, planning was originally set to the “normal” 
operative timelines ending in Summer 2020; however, with the onset of the 
pandemic, census operations were extended and planning, as well as contracts, 
had to be amended in little time to implement. Timeline changes also raised several 
issues as Bureau staff outreach was severely curtailed; the foremost being 
update/leave when operations were suspended far beyond expected deadlines. 
Other issues with changes in the count of individuals experiencing homelessness 
caused problems as contracted CBOs did their best to accommodate a moving 
target as well as conduct outreach without full knowledge of what or where Bureau 
staff were deployed. 

Lastly, due to the pandemic, shifts in County structure and County staff being 
deployed as Disaster Service Workers (DSWs) ultimately impacted outreach. In the 
planning stages, the Office of the Census put in great effort to mobilize all County 
departments for census outreach. Through this Census Ambassador program, 30 
different, County departments submitted outreach plans designating a point of 
contact for census, information about that department (i.e., number of residents 
served, building locations, and languages served), a checklist of suggested internal 
and external census activities, the department’s ability to host a census kiosk, and a 
list of events where the Office of the Census could interact with the public. 
However, after the pandemic, County offices were severely restricted in their ability 
to meet these goals. Even the Office of the Census lost staff throughout the project, 
making it difficult to implement campaign goals that were constantly changing to 
meet health guidelines. 
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4) For county and ACBO partners, what was the county (or region’s) 2010 response 
rate and what was the 2020 response rate? If the response rate met and exceeded 
the 2010 response rate, what contributed to that? If it did not meet the 2010 
response rate, what were some of the challenges for that? For other partners, please 
note what data you used and how you used data for your strategies. 

In 2010, Santa Clara county’s self-response rate (SRR) was 74.0%. In large part to 
efforts made possible by State and County funding, the 2020 response rate rose to 
77.7% with every city surpassing its 2010 SRR. Six cities, Saratoga, Los Altos, 
Cupertino, Morgan Hill, Monte Sereno, and Los Altos Hills surpassed 80% SRR. The 
following table contains the final SRR for 2020. 

2020 SRR 

Campbell 79.2% 72.5% 

Gilroy 74.2% 72.0% 

Los Altos Hills 80.8% 79.8% 

Milpitas 77.9% 75.5% 

Morgan Hill 81.9% 75.3% 

Palo Alto 79.6% 78.2% 

Santa Clara 76.4% 71.8% 

    

              
               

               
              

             

              
              
             

             
        

    

   

   

   

    

     

    

   

    

    

    

    

    

    

      

 
 

              
               

               
              

             
 

               
              
              

              
        

 

    

   

   

   

    

     

    

   

    

    

    

    

    

    

      

 

2010SRR

Cupertino 83.2% 79.7%

Los Altos 86.4% 83.4%

Los Gatos 77.5% 75.6%

Monte Sereno 82.3% 76.7%

Mountain View 75.7% 74.0%

San Jose 77.1% 74.6%

Saratoga 87.2% 82.8% 
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